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ABSTRACT 

This study examines the influence of service quality, price discounts, and application 

usability on customer satisfaction among ShopeeFood users in Surabaya. In the 

contemporary digital era, application-based food delivery services have experienced 

substantial growth, with ShopeeFood competing alongside numerous similar platforms in 

an increasingly saturated market. Understanding the determinants of customer satisfaction 

has become critical for maintaining competitive advantage in this sector. This research 

employed a quantitative approach utilizing a survey method. Primary data were collected 

through structured questionnaires distributed via Google Forms to 75 respondents who 

were identified as regular ShopeeFood users in Surabaya. The data were analyzed using 

multiple linear regression analysis with SPSS version 26. The findings reveal that service 

quality does not exert a significant influence on customer satisfaction. Conversely, both 

price discounts and application usability demonstrate significant positive effects on 

customer satisfaction. These results indicate that ShopeeFood customers prioritize 

promotional pricing strategies and user-friendly application interfaces when selecting food 

delivery services. The study contributes to the understanding of consumer behavior in 

digital food delivery platforms and provides practical implications for service providers 

seeking to enhance customer retention through targeted strategic interventions. 

Keywords: Application Usability, Customer Satisfaction, Price Discount, Service Quality, 

ShopeeFood 
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INTRODUCTION 

The advancement of digital technology has catalyzed the rapid expansion of 

application-based food delivery services throughout Indonesia, with ShopeeFood 

emerging as a prominent player in this competitive landscape. Operating within an 

intensely contested market alongside established platforms such as GoFood and 

GrabFood, ShopeeFood endeavors to enhance customer satisfaction through 

strategic improvements in service quality, promotional pricing mechanisms, and 

application usability. However, customer satisfaction cannot be attributed to a 

single determinant; rather, it emerges from the complex interplay of multiple 

service dimensions (Olusoji, 2023). This study seeks to examine the influence of 

service quality, price discounts, and application usability on customer satisfaction 

among ShopeeFood users in Surabaya, thereby elucidating the key factors that 

determine user loyalty within this service sector. 

 
Figure 1 Transaction Value of Food Delivery Services in Indonesia in 2022 

Source: databoks.katadata.co.id 

As illustrated in Figure 1, GoFood maintains its position as the leading online 

food delivery platform in Indonesia based on total transaction value. Notably, 

despite commencing operations only in 2021, ShopeeFood has already surpassed 

GrabFood in transaction volume, demonstrating remarkable market penetration. 

According to Kotler and Keller (2016), customer satisfaction represent the 

fulfillment or exceeding of consumer expectations through the services provided. 

Kasmir (2018) characterizes service quality as the strategic actions undertaken by 

business entities or organizations to meet customer expectations and requirements. 

Empirical evidence regarding the relationship between service quality and 

customer satisfaction presents conflicting findings. Research conducted by few 

researchers demonstrate that service quality exerts a significant positive influence 

on customer satisfaction (Herawati et al., 2022; Moha & Loindong, 2016). 

Conversely, Deliyana et al. (2022) reported that service quality does not 



 
 

The Influence of Service Quality, Price Discounts, and Application Usability… 

ACITYA WISESA: Journal of Multidisciplinary Research Vol. 4, Issue 2 (2025) 

3 
 

significantly affect customer satisfaction, indicating a research gap that warrants 

further investigation. 

Price discounts constitute another critical factor influencing customer 

satisfaction. Husain et al. (2021) defined price discounts as adjustments to base 

pricing implemented as recognition for customers who demonstrate specific 

purchasing behaviors. Studies by Jailani et al. (2022) and Sirait et al. (2022) 

revealed that price discounts significantly and positively impact customer 

satisfaction. Nevertheless, Fachri and Waruwu (2022) contradicted these findings, 

reporting no significant relationship between price discounts and customer 

satisfaction, thereby highlighting the need for additional empirical examination. 

Maskuri et al. (2019) conceptualize application usability as the degree of user 

confidence when utilizing technology that requires minimal effort due to its 

inherent ease of use. Research by (N. Hasanah et al., 2021; Putra & Raharjo, 2022) 

indicated that application usability significantly influences customer satisfaction. In 

contrast, Deliyana et al. (2022) argue that application usability does not 

substantially contribute to achieving customer satisfaction, further emphasizing 

inconsistencies in the existing literature. 

Existing literature presents divergent findings across all three variables under 

investigation. First, regarding service quality, Binaraesa et al. (2021) and Herawati 

et al. (2022) conclude that service quality significantly and positively influences 

customer satisfaction performance. Conversely, Wijaya et al. (2023) reported that 

service quality does not significantly affect customer satisfaction. Second, 

concerning price discounts, both Iswati and Rustam (2022) and Jailani et al. (2022)  

demonstrated that price discounts significantly and positively impact customer 

satisfaction, whereas Silva et al. (2022) asserted that price discounts do not 

significantly influence customer satisfaction. Third, with respect to application 

usability, Hasanah et al. (2023) and Putra and Raharjo (2022) establish that 

application usability significantly affects customer satisfaction, while Deliyana et 

al. (2022) contended that application usability does not significantly influence 

customer satisfaction. 

LITERATURE REVIEW 

Customer Satisfaction 

Customer satisfaction represents the affective state that emerges when 

expectations are fulfilled or surpassed. Kotler and Keller (2016) defined customer 

satisfaction as the extent to which a customer's emotional response to a product or 

service reflects the congruence between expectations and actual performance. Lubis 

and Andayani (2018) characterize satisfaction as customers' feelings toward the 

services rendered, evaluated against their expectations or desires. When products 

or services received align with or exceed customer expectations, satisfaction levels 

increase proportionately. 
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Service Quality 

Service quality encompasses an organization's capacity to deliver services 

that meet or exceed customer expectations (Meitasari et al., 2023). Kotler and 

Keller (2016) posited that service quality represents actions or activities offered 

between parties that are fundamentally intangible and do not result in ownership 

transfer. According to Kusmadeni and Eriyanti (2021), service quality comprises 

all aspects and characteristics of a product or service that reflect its capability to 

satisfy customer needs. 

Price Discount 

Price discounts constitute promotional strategies implemented by 

organizations to attract consumer attention. Tjiptono and Chandra (2019) explicated 

that price discounts represent pricing policies that reduce product selling prices to 

stimulate consumer interest. Kotler and Armstrong (2018) defined price discounts 

as price reductions offered by sellers to buyers for specific products at rates below 

standard market prices. 

Application Usability 

Application usability refers to users' perception that an application is easily 

comprehensible and requires minimal effort for operation. Maskuri et al. (2019) 

characterize application usability as the level of comfort individuals experience 

when utilizing technology without requiring substantial effort, attributable to the 

technology's user-friendly nature. Wahyuningtyas and Widiastuti (2017) described 

it as an individual's conviction that technology can be employed without 

encountering difficulties. 

Given the background presented above, this research addresses the following 

research questions: (1) Does service quality influence customer satisfaction with 

ShopeeFood? (2) Do price discounts influence customer satisfaction with 

ShopeeFood? (3) Does application usability influence customer satisfaction with 

ShopeeFood? Accordingly, the objectives of this study are: (1) To examine and 

analyze the influence of service quality on ShopeeFood customer satisfaction, (2) 

To examine and analyze the influence of price discounts on ShopeeFood customer 

satisfaction, (3) To examine and analyze the influence of application usability on 

ShopeeFood customer satisfaction. Based on the background, research questions, 

and theoretical foundations presented, the conceptual framework for this study is 

illustrated as follows: 
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Figure 2 Conceptual Framework 
Source: Author’s Analysis 

The Influence of Service Quality on Customer Satisfaction 

Service quality can substantially affect customer satisfaction. Balinado et al. 

(2021) stated that service quality reflects an organization's capacity to fulfill 

customer expectations. When services delivered align with customer expectations, 

quality is perceived favorably and generates customer satisfaction. 

 

H1: Service quality significantly influences ShopeeFood customer satisfaction. 

The Influence of Price Discounts on Customer Satisfaction 

Price discounts represent strategic tools employed to attract additional 

customers and enhance their satisfaction. Hasim and Lestari (2022) explained that 

price discounts constitute temporary reductions in product prices from their 

standard rates for specified periods. 

 

H2: Price discounts significantly influence ShopeeFood customer satisfaction. 

The Influence of Application Usability on Customer Satisfaction 

Application usability can substantially impact customer satisfaction. Setyarko 

(2016) stated that application usability reflects the extent to which consumers 

expect information technology to avoid creating adaptation difficulties, whether 

physical or mental. Enhanced application usability correlates with elevated 

customer satisfaction levels. 

 

H3: Application usability significantly influences ShopeeFood customer 

satisfaction. 

RESEARCH METHODOLOGY 

This study employs a quantitative research approach. According to Hardani 

(2020), quantitative research constitutes a methodology grounded in positivist 

philosophy, utilized to investigate populations or samples through systematic 
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measurement and statistical analysis. Hardani (2020) asserted that within 

quantitative research, the population represents the generalization domain or 

totality comprising objects or subjects possessing specific qualities and 

characteristics predetermined by researchers for examination and subsequent 

conclusion formulation. The population for this research encompasses all 

ShopeeFood users within the Surabaya metropolitan area. 

The sampling technique employed in this study utilizes non-probability 

sampling, specifically saturated sampling. Hardani (2020) defined saturated 

sampling as a technique for sample determination wherein all members of the 

population serve as samples. Consequently, the researcher adopted the Kang (2021) 

formula, which stipulates that sample size calculation involves multiplying the 

number of indicators by five to ten. Given that this research incorporates 15 

indicators and the researcher selected five as the multiplication factor, the required 

sample comprises 75 ShopeeFood customers in Surabaya. 

The data collection technique for this research employs field research through 

questionnaire distribution to respondents. Hardani (2020) characterized 

questionnaires as data collection instruments implemented by formulating 

questions related to indicators of each variable under investigation, subsequently 

distributed to predetermined respondents. This study utilizes primary data, which 

were obtained directly from the research subjects. The primary data source for this 

investigation derives from research respondents, specifically ShopeeFood 

customers in Surabaya. 

This research incorporates independent (predictor) and dependent (criterion) 

variables. The independent variables comprise Service Quality, Price Discount, and 

Application Usability, while the dependent variable is Customer Satisfaction. 

Service Quality represents customers' evaluation of ShopeeFood services in 

Surabaya, encompassing comfort and optimal experiences when utilizing the 

service. The indicators for service quality in this study, according to Setiawan and 

Maskan (2017), include: ShopeeFood's capability to deliver orders punctually, food 

orders consistently meeting expectations, couriers demonstrating professional 

conduct when delivering orders, and ShopeeFood's responsiveness to customer 

requests or inquiries through the application. 

Price Discount constitutes factors provided by ShopeeFood to customers in 

Surabaya that can influence customer satisfaction in service utilization. The 

indicators for price discounts in this research, based on Nabila et al. (2024), 

encompass: perception that ShopeeFood offers substantial price discounts, the 

extent to which discount magnitude influences usage frequency, and satisfaction 

experienced when favorite products receive price reductions. 

Application Usability denotes the convenience in accessing and utilizing 

features within the ShopeeFood application to facilitate customer ordering 

processes. The indicators for application usability in this study, according to 

Sitinjak et al. (2025), include: ShopeeFood application possessing a user-friendly 
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interface, the application enabling customers to save favorite orders, clear 

application display preventing confusion when utilizing various features, ease of 

application use both at home and while traveling, and the application's learnability 

within short timeframes, even for inexperienced users. 

Customer Satisfaction represents the assessment provided by customers 

regarding their experiences in utilizing ShopeeFood services. The indicators for 

customer satisfaction in this research, based on Meithiana (2019), comprise: service 

quality meeting expectations, perception that ShopeeFood delivers superior service 

compared to alternative food delivery platforms, and willingness to recommend 

ShopeeFood services to others. 

This research employs multiple linear regression analysis as the primary 

analytical method. Multiple linear regression constitutes a data analysis technique 

incorporating two or more variables, namely independent and dependent variables 

(Hardani, 2020). This analysis aims to examine the linear relationship between 

independent and dependent variables. Descriptive analysis technique represents a 

method for presenting data in simple and clear formats without seeking causal 

relationships (Hardani, 2020; Sugiyono, 2017). This technique facilitates 

understanding of data patterns or characteristics through numerical measures such 

as means, percentages, or distributions. 

The validity test aims to measure the validity or accuracy of a questionnaire 

(Latan & Ghozali, 2022). Questionnaire validity can be assessed through 

correlation between item scores and the total variable score. The criterion 

establishes that questionnaires are supported by Pearson correlation values 

exceeding 0.3 and Sig. (2-tailed) values below 0.05. The reliability test determines 

the extent to which measurements using identical objects yield consistent data 

(Sugiyono, 2017). A questionnaire is considered reliable when respondent answers 

remain consistent across repeated measurements. In this research, reliability testing 

was determined based on Cronbach's Alpha values. A questionnaire is deemed 

reliable when Cronbach's Alpha values exceed 0.60. 

Multiple linear regression analysis was utilized to determine the magnitude 

of influence exerted by service quality, price discounts, and application usability on 

customer satisfaction. The equation for multiple linear regression employed in this 

study is: CS = α + β₁SQ + β₂PD + β₃AU + ε, where CS represents Customer 

Satisfaction, SQ represents Service Quality, PD represents Price Discount, AU 

represents Application Usability, α represents the constant (intercept), β₁, β₂, β₃ 

represent regression coefficients for each independent variable, and ε represents the 

error term. 

The normality test aims to examine whether, in the regression model, the 

disturbance or residual variable possesses normal distribution (Hardani, 2020). To 

test normality, Asymp.Sig (2-tailed) values exceeding 0.05 indicate normal 

distribution. An alternative method involves examining the P-P plot with the 

following criteria: when data points follow the diagonal line without dispersing far 
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from it, residuals conform to normal distribution requirements; when points scatter 

away from the diagonal line and fail to follow its direction, the distribution is non-

normal. The multicollinearity test aims to examine whether the regression model 

exhibits correlation among independent variables (Hardani, 2020). A regression 

model is considered robust when no correlation exists among independent 

variables. Multicollinearity testing can be assessed through Tolerance values or 

Variance Inflation Factor (VIF) values: if tolerance values exceed 0.1 and VIF 

values remain below 10, multicollinearity is absent. The heteroscedasticity test 

determines whether the regression model exhibits variance inequality in residuals 

across observations (Hardani, 2020). Homoscedasticity occurs when residual 

variance remains constant across observations, whereas heteroscedasticity 

manifests when variance differs between observations. 

The F-test functions to identify and examine whether the regression model 

demonstrates significant influence from independent variables on dependent 

variables simultaneously (Hardani, 2020). In this research, the F-test serves to 

examine the simultaneous influence of service quality (SQ), price discount (PD), 

and application usability (AU) variables on customer satisfaction (CS). When 

significance values fall below 0.05, the variables can be effectively utilized for 

prediction purposes. The coefficient of determination represents a test employed to 

identify and measure the capacity to explain variation (fluctuations) in independent 

variables' influence on dependent variables (Hardani, 2020). When R² approaches 

zero, the influence of independent variables on dependent variables diminishes, and 

vice versa. Hypothesis testing was conducted on each regression coefficient 

individually to determine the extent to which independent variables influence the 

dependent variable using the t-test at significance level α = 0.05 (Hardani, 2020). 

The testing criteria are: if the t-statistic value exceeds 0.05, the null hypothesis is 

accepted, indicating that the independent variable does not exert significant 

influence on the dependent variable partially. Conversely, if the t-statistic value 

falls below 0.05, the null hypothesis is rejected, demonstrating that the independent 

variable significantly influences the dependent variable partially. 

RESULT AND DISCUSSION 

Descriptive Statistics 

Table 1 Respondent Characteristics by Gender 

Gender Frequency Percentage 

Male 29 38,7% 

Female 46 61,3% 

Total 75 100% 

Source: Primary Data, 2025 (processed) 
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According to Table 1, the majority of respondents in this study were female, 

comprising 46 individuals with a percentage of 61.3%. Meanwhile, male 

respondents total 29 individuals, representing 38.7% of the sample. 

Table 2 Respondent Characteristics by Age 

Age Range Frequency Percentage 

17-25 42 56% 

26-35 21 28% 

≥ 36 12 16% 

Total 75 100% 

Source: Primary Data, 2025 (processed) 

Based on Table 2, the majority of respondents in this research fell within the 

age range of 17 to 25 years, totaling 42 individuals with a percentage of 56%. This 

was followed by respondents aged 26 to 35 years, numbering 21 individuals with a 

percentage of 28%. Respondents aged above 36 years comprised 12 individuals, 

representing 16% of the sample. 

Descriptive Analysis of Research Variables 

Scores ranging from 1 to 5 were employed to measure respondent perceptions 

regarding the variables of service quality, price discount, application usability, and 

customer satisfaction. The formula utilized for interval classification is as follows: 

 

Class Interval = 
Highest Value − Lowest Value

Number of Classes
 = 

5−1

5
 = 0,8 

Table 3 Interval Classification 

Value Interval Category Value 

4,20 x 5,00 Strongly Agree 5 

3,40 x 4,20 Agree 4 

2,60 x 3,40 Moderately Agree 3 

1,80 x 2,60 Disagree 2 

1,00 x 1,80 Strongly Disagree 1 

Source: Hardani (2020) 

Validity Test 

The validity test was employed to ascertain whether the questionnaire utilized 

in this research was valid. The validity test results for this study are presented as 

follows: 

Table 4 Validity Test Results 

Variable Item pearson correlation Sig. Status 

Service Quality 

KPe1 

KPe2 

KPe3 

0,783 

0,757 

0,829 

0,000 

0,000 

0,000 

Valid 

Valid 

Valid 
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Variable Item pearson correlation Sig. Status 

KPe4 0,811 0,000 Valid 

Price Discount 

PH1 

PH2 

PH3 

0,818 

0,721 

0,557 

0,000 

0,000 

0,000 

Valid 

Valid 

Valid 

Application Usability 

KPA1 

KPA2 

KPA3 

KPA4 

KPA5 

0,739 

0,718 

0,743 

0,758 

0,793 

0,000 

0,000 

0,000 

0,000 

0,000 

Valid 

Valid 

Valid 

Valid 

Valid 

Customer Satisfaction 

KP1 

KP2 

KP3 

0,804 

0,757 

0,819 

0,000 

0,000 

0,000 

Valid 

Valid 

Valid 

Source: Primary Data, 2025 (processed) 

Based on Table 4, the analysis results demonstrate that all questionnaire items 

for the variables of service quality, price discount, application usability, and 

customer satisfaction yielded valid data, evidenced by Pearson correlation values 

exceeding 0.3 and Sig. (2-tailed) values below 0.05. 

Reliability Test 

Table 5 Realibility Test Results 

Variabel Cronbach’s Alpha Status 

Service Quality 0,805 Reliable 

Price Discount 0,703 Reliable 

Application Usability 0,805 Reliable 

Customer Satisfaction 0,706 Reliable 

Source: Primary Data, 2025 (processed) 

According to Table 5, all questionnaire items for the variables of service 

quality, price discount, application usability, and customer satisfaction 

demonstrated Cronbach's Alpha values exceeding 0.60. Consequently, all variables 

can be considered reliable and trustworthy for utilization in this research. 

Multiple Linear Regression Analysis 

Table 6 Multiple Linear Regression Results 

Research Variable Regression Coefficient Std. Error Std. Coefficients 

Constant 1,035 0,635 - 

Service Quality (SQ) 0,110 0,100 0,128 

Price Discount (PD) 0,254 0,117 0,234 

Application Usability (AU) 0,402 0,128 0,350 

Source: Primary Data, 2025 (processed) 
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The following represents the multiple linear regression equation employed in 

this research: 

CS = 1.035 + 0.110 SQ + 0.254 PD + 0.402 AU + ε 

Normality Test 

Table 7 Normality Test 

 Unstandardized Residual 

Kolmogorov-Smirnov Z 0,101 

Asymp.Sig (2-tailed) 0,058 

Source: Primary Data, 2025 (processed) 

From the results presented in Table 7, the Asymp.Sig (2-tailed) value was 

determined to be 0.058. This value indicates a normal distribution, as the 

significance value exceeds 0.05. Consequently, the assumption or requirement of 

normality in the regression model of this research has been fulfilled. The normality 

testing results using the P-P plot demonstrate the following outcomes: 

 
Figure 3 Normality Test Results Using Normal P-P Plot 

Source: Primary Data, 2025 (processed) 

Multicollinearity Test 

Table 8 Multicollinearity Test Results 

Variable Regression Coefficient Standardized Coefficients 

Service Quality (SQ) 0,742 1,347 

Price Discount (PD) 0,856 1,168 

Application Usability (AU) 0,804 1,244 

Source: Primary Data, 2025 (processed) 

Based on Table 8, the variables of service quality (SQ), price discount (PD), 

and application usability (AU) demonstrated tolerance values exceeding 0.1 and 
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VIF values below 10. This indicates the absence of correlation among independent 

variables, thereby confirming that multicollinearity does not occur in the regression 

model. 

Heteroscedasticity Test 

 
Figure 4 Heteroscedasticity Test Results 
Source: Primary Data, 2025 (processed) 

As observed in Figure 4, the Scatterplot graph demonstrates that data points 

are distributed around zero without forming distinct patterns. Consequently, these 

results indicate the absence of heteroscedasticity in the regression model. 

F-Test (Model Fit Test) 

The F-test was employed to determine whether the variables of service 

quality, price discount, and application usability simultaneously influence customer 

satisfaction. The F-test results are as follows: 

Table 9 Model Feasibility Test Results 

 Sum of Squares Df Mean Square F Sig. 

Regression 4,301 3 1,434 9,895 0,000b 

Residual 10,286 71 0,145   

Total 14,587 74    

Source: Primary Data, 2025 (processed) 

According to Table 9, the significance value was determined to be 0.000, 

which is below 0.05. These results indicate that the regression model is appropriate 

for examining the influence of service quality (SQ), price discount (PD), and 

application usability (AU) on customer satisfaction (CS). 
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Coefficient of Determination (R²) 

Table 10 Coefficient of Determination (R²) 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 0,543a 0,295 0,265 0,38062 

Source: Primary Data, 2025 (processed) 

Based on Table 10, the coefficient of determination (R Square) value was 

calculated as 0.295 or 29.5%. This indicates that 29.5% of the variation in customer 

satisfaction (CS) can be explained by the variables of service quality (SQ), price 

discount (PD), and application usability (AU), while the remaining 70.5% is 

influenced by other factors not examined in this research. 

t-Test (Partial Hypothesis Test) 

Table 11 Hypothesis Test Results 

Variable t Sig. Status 

Constant 2,597 0,011 Significant 

Service Quality (SQ) 0,869 0,388 Significant 

Price Discount (PD) 2,969 0,004 Significant 

Application Usability (AU) 2,367 0,020 Significant 

Source: Primary Data, 2025 (processed) 

The results of the hypothesis tests, presented in Table 11, provide a clear 

delineation of the relationships between the independent variables and customer 

satisfaction. The analysis reveals that Service Quality does not exert a significant 

influence on ShopeeFood customer satisfaction, as evidenced by a significance 

value greater than 0.05 (p = 0.388); consequently, hypothesis H1 is rejected. In 

contrast, Price Discounts demonstrate a significant and positive influence, with a 

significance value less than 0.05 (p = 0.004), leading to the acceptance of H2. 

Similarly, Application Ease of Use shows a significant and positive effect, 

confirmed by a significance value of 0.020, which supports the acceptance of H3. 

The Effect of Service Quality on Customer Satisfaction 

The findings demonstrate that Service Quality does not significantly affect 

the satisfaction of ShopeeFood customers in Surabaya. This is corroborated by a 

significance level of 0.388, which exceeds the 0.05 threshold, leading to the 

rejection of the hypothesis. This finding aligns with the studies by Deliyana et al. 

(2022) and Wijaya et al. (2023) but contradicts the work of Binaraesa et al. (2021). 

The non-significant relationship in this context could be attributed to the nature of 

online food delivery services, where digital interface and pricing promotions might 

overshadow traditional service quality metrics, suggesting that customers may 

prioritize other factors in their evaluation (Rita et al., 2019). 



 
 

The Influence of Service Quality, Price Discounts, and Application Usability… 

ACITYA WISESA: Journal of Multidisciplinary Research Vol. 4, Issue 2 (2025) 

14 
 

The Effect of Price Discounts on Customer Satisfaction 

The analysis confirms that Price Discounts significantly and positively 

influence customer satisfaction. This finding is consistent with the theory proposed 

by Tjiptono and Chandra (2019) and with previous studies by Iswati and Rustam 

(2022) and Sirait et al. (2022). The potency of price discounts in driving satisfaction 

underscores the price sensitivity of consumers in the competitive online food 

delivery market (Urošević & Dukić, 2024). However, this outcome is inconsistent 

with the research of Fachri and Waruwu (2022), highlighting that the effect of 

discounts may be subject to contextual variations, such as different consumer 

segments or competitive landscapes. 

The Effect of Application Usability on Customer Satisfaction 

The results indicate that Application Ease of Use is a significant determinant 

of customer satisfaction. This finding is in accordance with the theory from Maskuri 

et al. (2019) and corroborates the studies by Iswati and Rustam (2022) and Kilay et 

al. (2022). A user-friendly application interface is a critical success factor for digital 

platforms, as it reduces cognitive effort and enhances the overall user experience 

(Venkatesh et al., 2012). Nevertheless, this result diverges from the research of 

Deliyana et al. (2022), indicating that the impact of ease of use may be moderated 

by other application-specific features or user familiarity with technology. 

It is important to consider the limitations of this study when interpreting these 

findings. The research was geographically confined to ShopeeFood customers in 

Surabaya, and thus the results may differ if replicated in other cities with varying 

demographic and competitive landscapes. Furthermore, the focus on only three 

primary variables means the findings provide a limited explanation of the 

comprehensive array of factors influencing customer satisfaction. Future research 

could build upon this work by incorporating other pertinent variables, such as 

perceived value or delivery speed, to provide a more holistic model. 

CONCLUSION 

Based on the discussion and empirical testing, it is concluded that Service 

Quality is not a primary determinant of customer satisfaction in the context of this 

study. In contrast, both Price Discounts and Application Ease of Use have 

significant effects. This implies that larger discounts are associated with higher 

levels of customer satisfaction, and that a more intuitive and easy-to-use application 

directly enhances customer satisfaction with the ShopeeFood service. 

SUGGESTION 

Based on the findings, several suggestions are proposed. For ShopeeFood 

management, it is recommended to enhance courier professionalism to potentially 

improve perceived service quality. The company should also continue to offer 
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substantial price discounts, communicating these promotions clearly to bolster 

satisfaction. Furthermore, simplifying the application's design and clarifying its 

menus and navigation would improve the user experience. For future research, it is 

advisable to build upon this study by incorporating other pertinent variables that 

may affect customer satisfaction and by expanding the sample size and 

geographical scope to enhance the generalizability of the findings. 

REFERENCES 

Balinado, J. R., Prasetyo, Y. T., Young, M. N., Persada, S. F., Miraja, B. A., & 

Perwira Redi, A. A. N. (2021). The Effect of Service Quality on Customer 

Satisfaction in an Automotive After-Sales Service. Journal of Open 

Innovation: Technology, Market, and Complexity, 7(2), 116. 

https://doi.org/10.3390/joitmc7020116 

Binaraesa, N. N. P. C., Hidayat, I., & Lestariningsih, M. (2021). STORE 

ATMOSPHERE MEMODERASI PENGARUH KUALITAS MAKANAN 

DAN KUALITAS LAYANAN TERHADAP KEPUASAN KONSUMEN 

(Studi pada Konsumen Moonk Cartil &amp; Cafe Surabaya). Jurnal 

Manajemen Pemasaran, 15(2), 61–68. 

https://doi.org/10.9744/pemasaran.15.2.61-68 

Deliyana, R., Permatasari, B., & Sukmasari, D. (2022). PENGARUH PERSEPSI 

KEMUDAHAN, PERSEPSI KEAMANAN, DAN PERSEPSI 

KEPERCAYAAN TERHADAP KEPUASAN PELANGGAN DALAM 

MENGGUNAKAN MOBILE BANKING BCA. Journal of Economic and 

Business Research, 2(2), 1–16. 

Fachri, M., & Waruwu, K. (2022). PENGARUH PELAYANAN DAN 

POTONGAN HARGA TERHADAP KEPUASAN KONSUMEN PT 

NUTRI INTI PRIMA PERKASA MEDAN. JURNAL MANAJEMEN DAN 

BISNIS, 1(1), 113–124. https://doi.org/10.36490/jmdb.v1i1.271 

Hardani, H. (2020). Metode Penelitian Kualitatif & Kuantitatif. CV. Pustaka Ilmu 

Group. 

Hasanah, M. F., Sucipto, M. C., & Sopian, A. A. (2023). Implementasi Hak Khiyar 

Dalam Jual Beli Online Pada Seller Shopee Tokba.id. EKSISBANK: Ekonomi 

Syariah Dan Bisnis Perbankan, 7(2), 322–336. 

https://doi.org/10.37726/ee.v7i2.932 

Hasanah, N., Basalamah, M. R., & Millaningtyas, R. (2021). Pengaruh 

Kepercayaan Konsumen, Kemudahan Penggunaan Dan Penetapan Harga 

Terhadap Kepuasan Konsumen Jasa Transportasi Grab (Studi Kasus 

Mahasiswa Fakultas Ekonomi dan Bisnis Angkatan 2018 Universitas Islam 

Malang). E-JRM : Elektronik Jurnal Riset Manajemen, 10(01). 

https://jim.unisma.ac.id/index.php/jrm/article/view/12527 

Hasim, M., & Lestari, R. B. (2022). Pengaruh Potongan Harga, Motivasi Belanja 

Hedonis, E-WOM dan Gaya Hidup Berbelanja Terhadap Impulse Buying di 

Tokopedia. Forum Bisnis Kewirausahaan, 12(1), 59–69. 

https://doi.org/10.35957/FORBISWIRA.V12I1.3297 

Herawati, S., Saktiendi, E., & Raihanah, A. (2022). Analisis Pengaruh Kualitas 

Pelayanan, Promosi, dan Kemudahan Penggunaan Aplikasi KAI Access 

terhadap Kepuasan Konsumen PT Kereta Api Indonesia (Persero). Formosa 



 
 

The Influence of Service Quality, Price Discounts, and Application Usability… 

ACITYA WISESA: Journal of Multidisciplinary Research Vol. 4, Issue 2 (2025) 

16 
 

Journal of Multidisciplinary Research, 1(6), 1391–1406. 

https://doi.org/10.55927/fjmr.v1i6.1436 

Husain, N., Karundeng, D. R., & Suyanto, M. A. (2021). Analisis Lokasi, Potongan 

Harga, Display Produk dan Kualitas Produk terhadap Minat Beli pada 

Alfamart Kayubulan. Jurnal Pendidikan Dan Kewirausahaan, 10(1), 63–85. 

https://doi.org/10.47668/pkwu.v10i1.332 

Iswati, N., & Rustam, T. A. (2022). Pengaruh Potongan Harga, Promosi Penjualan 

dan Kualitas Pelayanan Terhadap Kepuasan Konsumen Pada Guardian 

Grand. JURNAL EKUIVALENSI, 8(1), 68–79. 

https://doi.org/10.51158/ekuivalensi.v8i1.652 

Jailani, D., Purba, R., & Damanik, S. W. H. (2022). Pengaruh Potongan Harga 

(Price Discount) Dan In Store Display Terhadap Kepuasan Pelanggan. 

Management And Business Progress, 1(2), 71–79. 

https://doi.org/10.70021/mbp.v1i2.50 

Kang, H. (2021). Sample size determination and power analysis using the G*Power 

software. Journal of Educational Evaluation for Health Professions, 18, 17. 

https://doi.org/10.3352/jeehp.2021.18.17 

Kasmir, K. (2018). Analisis Laporan Keuangan (11th ed.). Rajawali Press. 

Kilay, A. L., Simamora, B. H., & Putra, D. P. (2022). The Influence of E-Payment 

and E-Commerce Services on Supply Chain Performance: Implications of 

Open Innovation and Solutions for the Digitalization of Micro, Small, and 

Medium Enterprises (MSMEs) in Indonesia. Journal of Open Innovation: 

Technology, Market, and Complexity, 8(3). 

https://doi.org/10.3390/JOITMC8030119 

Kotler, P., & Armstrong, G. (2018). Principles of Marketing (17th edition). Pearson 

Education. 

Kotler, P., & Keller, K. L. (2016). Manajemen Pemasaran (Jilid 2). Erlangga. 

Kusmadeni, D., & Eriyanti, H. (2021). Pengaruh Harga Kompetitif, Kualitas 

Produk Dan Lokasi Terhadap Keputusan Pembelian Pada Konsumen Di Pasar 

Rumput Pangkalbalam Pangkalpinang. Jurnal Manajemen Dan Investasi 

(MANIVESTASI), 3(1), 37–52. 

https://doi.org/10.31851/jmanivestasi.v3i1.6405 

Latan, H., & Ghozali, P. D. I. (2022). PARTIAL LEAST SQUARES KONSEP, 

TEKNIK DAN APLIKASI SMARTPLS 2.0 M3 UNTUK PENELITIAN 

EMPIRIS. PENERBIT UNDIP. 

https://penerbit.undip.ac.id/index.php/penerbit/catalog/book/348 

Lubis, A. S., & Andayani, N. R. (2018). PENGARUH KUALITAS PELAYANAN 

(SERVICE QUALITY) TERHADAP KEPUASAN PELANGGAN PT. 

SUCOFINDO BATAM. JOURNAL OF APPLIED BUSINESS 

ADMINISTRATION, 1(2), 232–243. https://doi.org/10.30871/jaba.v1i2.619 

Maskuri, M. A., Kurniawan, E. N., Wardani, M. K., & Andriyani, M. (2019). 

KEPERCAYAAN, KEMUDAHAN PENGGUNAAN DAN ELECTRONIC 

WORD OF MOUTH TERHADAP MINAT BELI ONLINE. Jurnal 

Manajemen Kewirausahaan, 16(2), 139. 

https://doi.org/10.33370/jmk.v16i2.348 

Meitasari, B. T., Milad, M. K., & Permadi, A. (2023). SERVICE QUALITY 

ASSESSMENT OF E-SAMBAT APPLICATION USING E-GOVQUAL 

DIMENSION APPROACH. Journal of Multidisciplinary Research, 29–41. 



 
 

The Influence of Service Quality, Price Discounts, and Application Usability… 

ACITYA WISESA: Journal of Multidisciplinary Research Vol. 4, Issue 2 (2025) 

17 
 

https://doi.org/10.56943/jmr.v2i2.310 

Meithiana, I. (2019). PEMASARAN DAN KEPUASAN PELANGGAN. In 

Unitomo Press. Unitomo Press. 

Moha, S., & Loindong, S. (2016). ANALISIS KUALITAS PELAYANAN DAN 

FASILITAS TERHADAP KEPUASAN KONSUMEN PADA HOTEL 

YUTA DI KOTA MANADO. Jurnal EMBA : Jurnal Riset Ekonomi, 

Manajemen, Bisnis Dan Akuntansi, 4(1), 575–584. 

https://doi.org/10.35794/EMBA.4.1.2016.11715 

Nabila, N., Wardhani, R. A. N. W., & Epriliyana, N. N. (2024). Pengaruh Diskon 

Dan Cashback Terhadap Frekuensi Pembelian Pada Aplikasi Shopeefood Di 

Wilayah Kabupaten Jember. Jurnal Partisipatoris, 7(01). 

https://doi.org/10.22219/jp.v7i01.37134 

Olusoji, A. D. (2023). INFLUENCE OF DIVERSITY ON EMPLOYEE 

SATISFACTION: A STUDY OF TERTIARY INSTITUTIONS IN THE 

NIGER DELTA REGION OF NIGERIA. Journal of Multidisciplinary 

Research, 47–58. https://doi.org/10.56943/jmr.v2i1.253 

Putra, D. N. G., & Raharjo, S. T. (2022). ANALISIS PENGARUH KEMUDAHAN 

PENGGUNAAN, KUALITAS LAYANAN, DAN PERSEPSI MANFAAT 

TERHADAP LOYALITAS PENGGUNA DENGAN KEPUASAN 

PENGGUNA SEBAGAI VARIABEL INTERVENING (Studi pada 

Pengguna Aplikasi Grab di Kota Semarang). Diponegoro Journal of 

Management, 11(1). 

https://ejournal3.undip.ac.id/index.php/djom/article/view/33816 

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and 

customer satisfaction on customer behavior in online shopping. Heliyon, 

5(10), e02690. https://doi.org/10.1016/j.heliyon.2019.e02690 

Setiawan, D., & Maskan, M. (2017).  Pengaruh Kualitas Pelayanan Dan 

Kelengkapan Produk Terhadap Keputusan Pembelian Di Toko Semoga Jaya 

Kediri. Jurnal Aplikasi Bisnis, 3(1), 62–67. 

Setyarko, Y. (2016). Analisis Persepsi Harga, Promosi, Kualitas Layanan, Dan 

Kemudahan Penggunaan Terhadap Keputusan Pembelian Produk Secara 

Online. Jurnal Ekonomika Dan Manajemen, 5(2), 128–147. 

https://doi.org/10.36080/JEM.V5I2.329 

Silva, B. R. Da, Mangantar, M., & Tielung, M. V. (2022). PENGARUH 

KUALITAS PRODUK, POTONGAN HARGA DAN USER INTERFACE 

TERHADAP KEPUASAN PELANGGAN MARKETPLACE LAZADA 

PADA MAHASISWA FAKULTAS EKONOMI DAN BISNIS UNSRAT. 

Jurnal EMBA : Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 

10(4), 1653–1662. https://doi.org/10.35794/EMBA.V10I4.44345 

Sirait, L., Adestora Sinaga, D., & Rangkuti, A. E. (2022). PENGARUH 

POTONGAN HARGA DAN KUALITAS PELAYANAN TERHADAP 

KEPUASAN PELANGGAN SHOPEE. Prosiding Konferensi Nasional 

Social & Engineering Polmed (KONSEP), 3(1), 83–93. 

https://doi.org/10.51510/KONSEP.V3I1.903 

Sitinjak, G. Y., Lumbantobing, J. R., Tambunan, L. P., Manullang, G. P., & 

Hutagaol, T. A. F. (2025). Gender Roles in the Practice of Paulakhon within 

the Batak Toba Patrilineal System. Literasi Bahasa Dan Sastra Jurnal, 1(2), 

96–103. https://doi.org/10.63462/y209ep90 



 
 

The Influence of Service Quality, Price Discounts, and Application Usability… 

ACITYA WISESA: Journal of Multidisciplinary Research Vol. 4, Issue 2 (2025) 

18 
 

Sugiyono. (2017). Metode penelitian kuantitatif kualitatif dan R dan D (26th ed.). 

Alfabeta. 

Tjiptono, F., & Chandra, G. (2019). Service quality dan customer satisfaction. CV 

Andi Offset. 

Urošević, A., & Dukić, A. (2024). The impact of sales promotion on consumer 

satisfaction. Marketing, 55(2), 99–114. 

https://doi.org/10.5937/mkng2402099U 

Venkatesh, V., Thong, J. Y. L., & Xu, X. (2012). Consumer Acceptance and Use 

of Information Technology: Extending the Unified Theory of Acceptance and 

Use of Technology. MIS Quarterly, 36(1), 157–178. 

https://doi.org/10.2307/41410412 

Wahyuningtyas, Y. F., & Widiastuti, D. A. (2017). Analisis Pengaruh Persepsi 

Risiko, Kemudahan Dan Manfaat Terhadap Keputusan Pembelian Secara 

Online (Studi Kasus Pada Konsumen Barang Fashion Di Facebook). Kajian 

Bisnis STIE Widya Wiwaha, 23(2), 112–120. 

https://doi.org/10.32477/jkb.v23i2.208 

Wijaya, W. R. B., Widayati, C. C., & Perkasa, D. H. (2023). Pengaruh Harga, 

Kualitas Produk dan Kualitas Layanan Terhadap Kepuasan Konsumen (Studi 

Kasus pada Restoran ABC Di Pantai Indah Kapuk). Jurnal Kewirausahaan 

Dan Multi Talenta, 1(3), 133–142. https://doi.org/10.38035/jkmt.v1i3.70 

 


